
77

References

Aghekyan-Simonian, M., Forsythe, S., Suk Kwon, W., and Chattaraman, V. (2012).
The role of product brand image and online store image on perceived risks and
online purchase intentions for apparel. Journal of Retailing and Consumer
Services, 19(3), 325–331. https://doi.org/10.1016/j.jretconser.2012.03.006

Agustini, M. H. (2018). Survey by knocking the door and response rate enhancement
technique in international business research. Problems and Perspectives in
Management, 16(2), 1–9. https://doi.org/10.21511/ppm.16(2).2018.14

Ahmad, A., Rahman, O., and Khan, M. N. (2017). Exploring the role of website
quality and hedonism in the formation of e-satisfaction and e-loyalty: Evidence
from internet users in India. Journal of Research in Interactive Marketing,
11(3), 246–267. https://doi.org/10.1108/JRIM-04-2017-0022

Al-dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., and Alhorani,
A. M. (2017). The Impact of E-Service Quality and E-Loyalty on Online
Shopping: Moderating Effect of E-Satisfaction and E-Trust. International
Journal of Marketing Studies, 9(2), 92. https://doi.org/10.5539/ijms.v9n2p92

Anderson, R. E., and Srinivasan, S. S. (2003). E-Satisfaction and E-Loyalty: A
Contingency Framework. Psychology and Marketing, 20(2), 123–138.
https://doi.org/10.1002/mar.10063

APJII. (2019). Penetrasi and Profil Perilaku Pengguna Internet Indonesia Tahun
2018. Apjii, 51. Retrieved from www.apjii.or.id

Asosiasi E-Commerce Indonesia. (n.d.). Direktori Keanggotaan. Retrieved on April
10th 2020 from https://www.idea.or.id/direktori-member

Audrain-Pontevia, A. F., N’Goala, G., and Poncin, I. (2013). A good deal online:
The Impacts of acquisition and transaction value on E-satisfaction and E-
loyalty. Journal of Retailing and Consumer Services, 20(5), 445–452.
https://doi.org/10.1016/j.jretconser.2013.04.002

Azam, A. (2015). Investigation of psychological dimensions of trust on e-loyalty A
case of Saudi Arabia consumers. Journal of Islamic Marketing, 6(2), 224–
249.

Azwar, S. (2005). Signifikan atau Sangat Signifikan. Buletin Psikologi, 13(1), 38–
44. https://doi.org/10.22146/bpsi.13410

Baron, R. M., and Kenny, D. A. (1986). The moderator–mediator variable distinction
in social psychological research: Conceptual, strategic, and statistical
considerations. Journal of Personality and Social Psychology, 51(6), 1173–
1182. https://doi.org/10.1037/0022-3514.51.6.1173

Bian, X., and Moutinho, L. (2011). The role of brand image, product involvement,
and knowledge in explaining consumer purchase behaviour of counterfeits:
Direct and indirect effects. European Journal of Marketing, 45(1), 191–216.

https://doi.org/10.1016/j.jretconser.2012.03.006
https://doi.org/10.21511/ppm.16(2).2018.14
https://doi.org/10.1108/JRIM-04-2017-0022
https://doi.org/10.5539/ijms.v9n2p92
http://www.apjii.or.id/
https://www.idea.or.id/direktori-member
https://doi.org/10.1016/j.jretconser.2013.04.002
https://doi.org/10.22146/bpsi.13410
https://doi.org/10.1037/0022-3514.51.6.1173


78

https://doi.org/10.1108/03090561111095658

Bilgihan, A. (2016). Gen y customer loyalty in online shopping: An integrated model
of trust, user experience and branding. Computers in Human Behavior, 61, 103–
113. https://doi.org/10.1016/j.chb.2016.03.014

BrandZ. (2020). BrandZ Top 50 Most Valuable Indonesian Brands 2019. Retrieved
from https://www.brandz.com/Indonesia

Carter, M., Wright, R., Thatcher, J. B., and Klein, R. (2014). Understanding online
customers’ ties to merchants: The moderating influence of trust on the
relationship between switching costs and e-loyalty. European Journal of
Information Systems, 23(2), 185–204. https://doi.org/10.1057/ejis.2012.55

CB Insight. (n.d.). The complete list of unicorn companies. Retrieved on April 12nd
2020 from https://www.cbinsights.com/research-unicorn-companies

Chang, H. H., Wang, Y. H., and Yang, W. Y. (2009). The impact of e-service
quality, customer satisfaction and loyalty on e-marketing: Moderating effect of
perceived value. Total Quality Management and Business Excellence, 20(4),
423–443. https://doi.org/10.1080/14783360902781923

Chiang, C.-F., and Jang, S. S. (2007). The Effects of Perceived Price and Brand
Image on Value and Purchase Intention: Leisure Travelers’ Attitudes Toward
Online Hotel Booking. Journal of Hospitality and Leisure Marketing, 15(3),
49–69. https://doi.org/10.1300/J150v15n03_04

Chiu, C., Lin, H., Sun, S., and Hsu, M. (2009). Understanding customers ’ loyalty
intentions towards online shopping : an integration of technology acceptance
model and fairness theory. Behaviour and Information Technology, 28(4), 347–
360. https://doi.org/10.1080/01449290801892492

Choi, J., and Nazareth, D. L. (2014). Repairing trust in an e-commerce and security
context: An agent-based modeling approach. Information Management and
Computer Security, 22(5), 490–512. https://doi.org/10.1108/IMCS-09-2013-
0069

Creswell, J. W. (2014). Research design, qualitatives, quantitative, and mixed
methods approcahes (fourth edition). United State of America: Sage
Publications.

Cooper, D. R., and Schindler, P. S. (2014). Business Research Methods. In Business
Research Methods (12th ed.). New York: McGraw-Hill.

Cretu, A. E., and Brodie, R. J. (2007). The influence of brand image and company
reputation where manufacturers market to small firms: A customer value
perspective. Industrial Marketing Management, 36(2), 230–240.
https://doi.org/10.1016/j.indmarman.2005.08.013

Cyr, D., Bonanni, C., Bowea, J., and Ilsever, J. (2005). Beyond trust: Web site
design preferences across cultures. Journal of Global Information Management,

https://doi.org/10.1108/03090561111095658
https://doi.org/10.1016/j.chb.2016.03.014
https://www.brandz.com/Indonesia
https://doi.org/10.1057/ejis.2012.55
https://www.cbinsights.com/research-unicorn-companies
https://doi.org/10.1080/14783360902781923
https://doi.org/10.1300/J150v15n03_04
https://doi.org/10.1080/01449290801892492
https://doi.org/10.1108/IMCS-09-2013-0069
https://doi.org/10.1108/IMCS-09-2013-0069
https://doi.org/10.1016/j.indmarman.2005.08.013


79

13(4), 25–54. https://doi.org/10.4018/jgim.2005100102

Dam, S. M., and Dam, T. C. (2021). Relationships between Service Quality, Brand
Image, Customer Satisfaction, and Customer Loyalty. Journal of Asian Finance,
Economics and Business, 8(3), 585–593.
https://doi.org/10.13106/jafeb.2021.vol8.no3.0585

Dick, A. S., and Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. Journal of the Academy of Marketing Science, 22(2), 99–113.
https://doi.org/10.1177/0092070394222001

Dobni, D., and Zinkhan, G. M. (1990). In search of brand image: A foundation
analysis. Advances in Consumer Research, 17, 110–119.

Flavián, C., Guinalíu, M., and Gurrea, R. (2006). The role played by perceived
usability, satisfaction and consumer trust on website loyalty. Information and
Management, 43(1), 1–14. https://doi.org/10.1016/j.im.2005.01.002

Gefen, D. (2000). E-commerce: The role of familiarity and trust. Omega, 28(6), 725–
737. https://doi.org/10.1016/S0305-0483(00)00021-9

Gefen, D. (2002). Customer Loyalty in E-Commerce. Journal of the Association for
Information Systems, 3, 27–51.

Ghozali, I., and Chariri, A. (2016). Teori Akuntansi Internasional Financial
Reporting Systems (IFRS). In.

Gommans, M., Krishnan, K., and Scheffold, K. (2001). From brand loyalty to e-
loyalty: a conceptual framework. Journal of Economic and Social Research,
3(1), 43–58.

Hair Jr, J. F., Black, W. C., Babin, B. J., and Anderson, R. E. (2014). Multivariate
Data Analysis (7th Edition). Essex: Pearson.

Hapsari, R., Clemes, M. D., and Dean, D. (2017). The impact of service quality,
customer engagement and selected marketing constructs on airline passenger
loyalty. International Journal of Quality and Service Sciences, 9(1), 21–40.
https://doi.org/10.1108/IJQSS-07-2016-0048

Hsieh, A., and Li, C.-K. (2008). The moderating effect of brand image on public
relations perception and customer loyalty. Marketing Intelligence and
Planning, 26(1), 26–42. https://doi.org/10.1108/02634500810847138

Hsu, C. L., Wu, C. C., and Chen, M. C. (2013). An empirical analysis of the
antecedents of e-satisfaction and e-loyalty: Focusing on the role of flow and its
antecedents. Information Systems and E-Business Management, 11(2), 287–
311. https://doi.org/10.1007/s10257-012-0194-8

Hsu, L. C., Wang, K. Y., and Chih, W. H. (2013). Effects of web site characteristics
on customer loyalty in B2B e-commerce: Evidence from Taiwan. Service
Industries Journal, 33(11), 1026–1050.
https://doi.org/10.1080/02642069.2011.624595

https://doi.org/10.4018/jgim.2005100102
https://doi.org/10.13106/jafeb.2021.vol8.no3.0585
https://doi.org/10.1177/0092070394222001
https://doi.org/10.1016/j.im.2005.01.002
https://doi.org/10.1016/S0305-0483(00)00021-9
https://doi.org/10.1108/IJQSS-07-2016-0048
https://doi.org/10.1108/02634500810847138
https://doi.org/10.1007/s10257-012-0194-8
https://doi.org/10.1080/02642069.2011.624595


80

Huang, L. (2008). Exploring the determinants of E-loyalty among travel agencies.
Service Industries Journal, 28(2), 239–254.
https://doi.org/10.1080/02642060701842316

Husein, U. (2007). Metode Penelitian Untuk Skripsi Dan Tesis Bisnis, Jakarta: PT.
Raja Grafindo Persada

Hutauruk, Y. G., and Salamah, U. (2020). Factors Influencing Youth Audience
Involvement ( A study on BTS Fans who Follow @ army _ indonesia
Instagram account ). Komunikasi Indonesia, IX(2), 125–134.
http://www.ijil.ui.ac.id/index.php/jkmi/article/viewFile/12774/67546809

iPrice. (n.d.). Peta e-commerce Indonesia. Retrieved on July 2nd, 2020 from
https://iprice.co.id/insights/mapofecommerce/

Jeon, M. M., and Jeong, M. (2017). Customers’ perceived website service quality
and its effects on e-loyalty. International Journal of Contemporary
Hospitality Management, 29(1), 438–457. https://doi.org/10.1108/IJCHM-
02-2015-0054

Jiang, S. (2019, April 2). The ABCs Of Generations X, Y And Z. Forbes human
resources council. Forbes. Retreived on August 21st 2020 from
https://www.forbes.com/sites/forbeshumanresourcescouncil/2019/04/02/the-
abcs-of-generations-x-y-and-z/?sh=2caae8c3672b

Juanim, (2004), Analisis Jalur dalam Riset Pemasaran Teknik Pengolahan Data
SPSS and LISREL, Universitas Pasundan, Bandung.

Keller, K. L. (2013). Strategic Brand Management: Building, Measuring, and
Managing Brand Equity (4th ed.). Essex: Pearson.

Kim, J., Jin, B., and Swinney, J. L. (2009). The role of etail quality, e-satisfaction
and e-trust in online loyalty development process. Journal of Retailing and
Consumer Services, 16(4), 239–247.
https://doi.org/10.1016/j.jretconser.2008.11.019

Kotler, P., and Keller, K. L. (2016). Marketing Management Global Edition15th
Edition. (Vol. 15E). https://doi.org/10.1080/08911760903022556

Kumparan. (2019, September 20). Jumlah Pengguna Aktif Bulanan Tokopedia Capai
90 Juta. Kumparan. Retrieved on August 28th 2020 from
https://kumparan.com/kumparantech/jumlah-pengguna-aktif-bulanan-
tokopedia-capai-90-juta-1rts9HySrXa/full

Kuswanto, H., Hadi Pratama, W. B., and Ahmad, I. S. (2020). Survey data on
students’ online shopping behaviour: A focus on selected university students in
Indonesia. Data in Brief, 29, 105073. https://doi.org/10.1016/j.dib.2019.105073

Kwon, W. S., and Lennon, S. J. (2009). What induces online loyalty? Online versus
offline brand images. Journal of Business Research, 62(5), 557–564.
https://doi.org/10.1016/j.jbusres.2008.06.015

http://www.ijil.ui.ac.id/index.php/jkmi/article/viewFile/12774/67546809
https://iprice.co.id/insights/mapofecommerce/
https://doi.org/10.1108/IJCHM-02-2015-0054
https://doi.org/10.1108/IJCHM-02-2015-0054
https://www.forbes.com/sites/forbeshumanresourcescouncil/2019/04/02/the-abcs-of-generations-x-y-and-z/?sh=2caae8c3672b
https://www.forbes.com/sites/forbeshumanresourcescouncil/2019/04/02/the-abcs-of-generations-x-y-and-z/?sh=2caae8c3672b
https://doi.org/10.1016/j.jretconser.2008.11.019
https://doi.org/10.1080/08911760903022556
https://kumparan.com/kumparantech/jumlah-pengguna-aktif-bulanan-tokopedia-capai-90-juta-1rts9HySrXa/full
https://kumparan.com/kumparantech/jumlah-pengguna-aktif-bulanan-tokopedia-capai-90-juta-1rts9HySrXa/full
https://doi.org/10.1016/j.dib.2019.105073
https://doi.org/10.1016/j.jbusres.2008.06.015


81

Labaree, R.V. (2009). Research guides: organizing your social sciences research
paper: types of research designs.

Lau, G. T., and Lee, S. H. (1999). Consumers ’ Trust in a Brand and the Link to
Brand Loyalty. Journal of Market Focused Management, 4(1999), 341–370.

Lee, D.-I., and Sohn, C. (2004). Trust and switching cost as a way to build e-loyalty
in internet markets. International Journal of Internet and Enterprise
Management, 2(3), 209. https://doi.org/10.1504/ijiem.2004.005362

Lee, H., Choi, S. Y., and Kang, Y. S. (2009). Formation of e-satisfaction and
repurchase intention: Moderating roles of computer self-efficacy and computer
anxiety. Expert Systems with Applications, 36(4), 7848–7859.
https://doi.org/10.1016/j.eswa.2008.11.005

Li, H., Aham-anyanwu, N., Tevrizci, C., and Luo, X. (2015). The interplay between
value and service quality experience : e-loyalty development process through
the eTailQ scale and value perception. Electronic Commerce Research.
https://doi.org/10.1007/s10660-015-9202-7

Lien, C. H., Wen, M. J., Huang, L. C., and Wu, K. L. (2015). Online hotel booking:
The effects of brand image, price, trust and value on purchase intentions. Asia
Pacific Management Review, 20(4), 210–218.
https://doi.org/10.1016/j.apmrv.2015.03.005

Lin, G. T. R., and Sun, C. C. (2009). Factors influencing satisfaction and loyalty in
online shopping: An integrated model. Online Information Review, 33(3), 458–
475. https://doi.org/10.1108/14684520910969907

Lou, C., and Yuan, S. (2019). Influencer Marketing: How Message Value and
Credibility Affect Consumer Trust of Branded Content on Social Media.
Journal of Interactive Advertising, 19(1), 58–73.
https://doi.org/10.1080/15252019.2018.1533501

Low, G., Charles, W., and Lamb, J. (2000). The measurement and dimensionality of
brand associations. Journal of Product and Brand Management, 9(September),
350–370. https://doi.org/10.1108/10610420010356966

Mcknight, D. H., and Chervany, N. L. (2014). What Trust Means in E-Commerce
Customer Relationships : An Interdisciplinary Conceptual Typology
Relationships : Typology An Interdisciplinary Conceptual. International
Journal of Electronic Commerce, 6(2), 35–59.
https://doi.org/10.1080/10864415.2001.11044235

Morgan, R. M., and Hunt, S. D. (1994). The Commitment-Trust Theory of
relationship marketing. Journal of Marketing, 58(July), 20–38.
https://doi.org/10.1177/002224299405800302

https://doi.org/10.1504/ijiem.2004.005362
https://doi.org/10.1016/j.eswa.2008.11.005
https://doi.org/10.1007/s10660-015-9202-7
https://doi.org/10.1016/j.apmrv.2015.03.005
https://doi.org/10.1108/14684520910969907
https://doi.org/10.1080/15252019.2018.1533501
https://doi.org/10.1108/10610420010356966
https://doi.org/10.1080/10864415.2001.11044235
https://doi.org/10.1177/002224299405800302


82

Moriuchi, E., and Takahashi, I. (2016). Satisfaction trust and loyalty of repeat online
consumer within the Japanese online supermarket trade. Australasian
Marketing Journal, 24(2), 146–156.
https://doi.org/10.1016/j.ausmj.2016.02.006

Muazam, A. R. (2020). Transaksi e-commerce didominasi generasi Z dan milenial.
Alinea: Gaya hidup. Retrieved from https://www.alinea.id/gaya-
hidup/transaksi-e-commerce-didominasi-generasi-z-dan-milenial-b1ZRL9woj.
Accessed on August 21st 2020.

Nadia, S. M., and Aulia, P. (2020). The Influence of BTS KPop as Brand
Ambassador on Purchase Decision in Tokopedia. E-Proceeding of
Management, 7(2), 3616–3634.
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/ar
ticle/viewFile/13462/13293

Oliver, R. L. (2010). Satisfaction: A Behavioral Perspective on the Consumer (2nd
Ed). https://doi.org/10.4324/9781315700892

Olivia, G., and Rahmawati. W. T. (2019, July 11). Transaksi e-commerce dapat
diperhitungkan dalam PDB. Kontan. Retrieved on April 10th 2020 from
https://nasional.kontan.co.id/news/transaksi-e-commerce-dapat-diperhitungkan-
dalam-pdb

Ogba, I.-E., and Tan, Z. (2009). Exploring the impact of brand image on customer
loyalty and commitment in China. Journal of Technology Management in
China, 4(2), 132–144. https://doi.org/10.1108/17468770910964993

O’Neill, J. W., and Xiao, Q. (2006). The role of brand affiliation in hotel market
value. Cornell Hotel and Restaurant Administration Quarterly, 47(3), 210–223.
https://doi.org/10.1177/0010880406289070

Pereira, H. G., Salgueiro, M. de F., and Rita, P. (2016). Online purchase
determinants of loyalty: The mediating effect of satisfaction in tourism. Journal
of Retailing and Consumer Services, 30, 279–291.
https://doi.org/10.1016/j.jretconser.2016.01.003

Priporas, C. V., Stylos, N., and Fotiadis, A. K. (2017). Generation Z consumers’
expectations of interactions in smart retailing: A future agenda. Computers in
Human Behavior, 77, 374–381. https://doi.org/10.1016/j.chb.2017.01.058

Priyatno, D. (2013). Mandiri Belajar Analisis Data Dengan SPSS. Yogyakarta:
Mediakom

Reichheld, F. F., and Schefter, P. (2000). E-Loyalty: Your Secret Weapon on the
Web. Harvard Business Review, R00410, 105–113.
https://doi.org/10.1097/RLU.0000000000000355

Revilla, M. A., Saris, W. E., and Krosnick, J. A. (2014). Choosing the Number of
Categories in Agree-Disagree Scales. Sociological Methods and Research,
43(1), 73–97. https://doi.org/10.1177/0049124113509605

https://doi.org/10.1016/j.ausmj.2016.02.006
https://www.alinea.id/gaya-hidup/transaksi-e-commerce-didominasi-generasi-z-dan-milenial-b1ZRL9woj
https://www.alinea.id/gaya-hidup/transaksi-e-commerce-didominasi-generasi-z-dan-milenial-b1ZRL9woj
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/article/viewFile/13462/13293
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/article/viewFile/13462/13293
https://doi.org/10.4324/9781315700892
https://nasional.kontan.co.id/news/transaksi-e-commerce-dapat-diperhitungkan-dalam-pdb
https://nasional.kontan.co.id/news/transaksi-e-commerce-dapat-diperhitungkan-dalam-pdb
https://doi.org/10.1108/17468770910964993
https://doi.org/10.1177/0010880406289070
https://doi.org/10.1016/j.jretconser.2016.01.003
https://doi.org/10.1016/j.chb.2017.01.058
https://doi.org/10.1016/j.jretconser.2016.01.003
https://doi.org/10.1016/j.jretconser.2016.01.003
https://doi.org/10.1016/j.jretconser.2016.01.003
https://doi.org/10.1097/RLU.0000000000000355
https://doi.org/10.1177/0049124113509605


83

Ribbink, D., Riel, A. C. R. Van, Liljander, V., and Streukens, S. (2004). Comfort
your online customer: quality, trust, and loyalty on the internet. Managing
Service Quality: An International Journal, 14(6), 446–456.

Sadeghi, A., Ghujali, T., and Bastam, H. (2018). The effect of organisational
reputation on e-loyalty: The roles of e-trust and e-satisfaction. Asean Marketing
Journal VO - 10, X(1), 1–16. Retrieved from
http://journal.ui.ac.id/index.php/amj/article/view/10628/67546345

Safa, N. S., and Von Solms, R. (2016). Customers repurchase intention formation in
e-commerce. SA Journal of Information Management, 18(1), 1–9.
https://doi.org/10.4102/sajim.v18i1.712

Sekaran, U., and Bougie, R. (2016). Research Methods for Business: A Skill Building
Approach (7th ed.). Chichester: John Wiley and Sons.

Shankar, V., Smith, A. K., and Rangaswamy, A. (2003). Customer satisfaction and
loyalty in online and offline environments. International Journal of Research in
Marketing, 20(2), 153–175. https://doi.org/10.1016/S0167-8116(03)00016-8

Siregar, E. (2019, October 10). Alasan Tokopedia Ogah Ekspansi ke Luar Negeri.
CNBC Indonesia. Retrieved on November 2nd 2020 from
https://www.cnbcindonesia.com/tech/20191010203456-37-106087/alasan-
tokopedia-ogah-ekspansi-ke-luar-negeri

Song, H. J., Wang, J. H., and Han, H. (2019). Effect of image, satisfaction, trust,
love, and respect on loyalty formation for name-brand coffee shops.
International Journal of Hospitality Management, 79(December 2018), 50–59.
https://doi.org/10.1016/j.ijhm.2018.12.011

Srinivasan, S. S., Anderson, R., and Ponnavolu, K. (2002). Customer loyalty in e-
commerce : an exploration of its antecedents and consequences. 78, 41–50.

Siswanto., and Suyanto. (2018). Metodologi penelitian kuantitatif korelasional.
Klaten: Bossscript.

Sugiyono. (2017). Metode penelitian bisnis (3rdEdition). Bandung: Alfabeta.

Tang, T. W., and Huang, R. T. (2015). The relationships among trust, e-satisfaction,
e-loyalty, and customer online behaviors. International Journal of Business and
Industrial Marketing, 1(2).

Tentang Tokopedia. (n.d.). Retrieved from https://www.tokopedia.com/about/

Toufaily, E., Ricard, L., and Perrien, J. (2013). Customer loyalty to a commercial
website: Descriptive meta-analysis of the empirical literature and proposal of an
integrative model. Journal of Business Research, 66(9), 1436–1447.
https://doi.org/10.1016/j.jbusres.2012.05.011

Tsai, H.-T., Huang, H.-C., Jaw, Y.-L., and Chen, W.-K. (2006). Why on-line
customers remain with a particular e-retailer: An integrative model and
empirical evidence. Psychology and Marketing, 23(5), 447–464.

http://journal.ui.ac.id/index.php/amj/article/view/10628/67546345
https://doi.org/10.4102/sajim.v18i1.712
https://doi.org/10.1016/S0167-8116(03)00016-8
https://www.cnbcindonesia.com/tech/20191010203456-37-106087/alasan-tokopedia-ogah-ekspansi-ke-luar-negeri
https://www.cnbcindonesia.com/tech/20191010203456-37-106087/alasan-tokopedia-ogah-ekspansi-ke-luar-negeri
https://doi.org/10.1016/j.ijhm.2018.12.011
https://www.tokopedia.com/about/
https://doi.org/10.1016/j.jbusres.2012.05.011


84

https://doi.org/10.1002/mar.20121

Valvi, A. C., and West, D. C. (2013). E-Loyalty is not all about trust, price also
matters: Extending expectation-confirmation theory in bookselling websites.
Journal of Electronic Commerce Research, 14(1), 99–123.

Wahyudi, E. (2019, November 20). Bank Indonesia: Transaksi E-Commerce per
Bulan Capai Rp 13 T. Tempo. Retrieved on April 10th 2020 from
https://bisnis.tempo.co/read/1274672/bank-indonesia-transaksi-e-commerce-
per-bulan-capai-rp-13-t

Warta Ekonomi. (2019. August 6). Tokopedia Gandeng Alibaba Cloud, Buat…
Warta Ekonomi. Retrieved on July 3rd 2020 from
https://www.wartaekonomi.co.id/read239812/tokopedia-gandeng-alibaba-
cloud-buat.html

Wolter, J. S., Bock, D., Smith, J. S., and Cronin, J. J. (2017). Creating Ultimate
Customer Loyalty Through Loyalty Conviction and Customer-Company
Identification. Journal of Retailing, 93(4), 458–476.
https://doi.org/10.1016/j.jretai.2017.08.004

Wu, C. (2011). The impact of hospital brand image on service quality, patient
satisfaction and loyalty. African Journal of Business Management, 5(12), 4873–
4882. https://doi.org/10.5897/AJBM10.1347

Yousafzai, S. Y., Pallister, J. G., and Foxall, G. R. (2003). A proposed model of e-
trust for electronic banking. Technovation, 23(11), 847–860.
https://doi.org/10.1016/S0166-4972(03)00130-5

Ziaullah, M., Feng, Y., and Akhter, S. N. (2014). E-Loyalty: The influence of
product quality and delivery services on e-trust and e-satisfaction in China.
International Journal of Advancements in Research and Technology, 3(10), 20–
31.

https://doi.org/10.1002/mar.20121
https://bisnis.tempo.co/read/1274672/bank-indonesia-transaksi-e-commerce-per-bulan-capai-rp-13-t
https://bisnis.tempo.co/read/1274672/bank-indonesia-transaksi-e-commerce-per-bulan-capai-rp-13-t
https://www.wartaekonomi.co.id/read239812/tokopedia-gandeng-alibaba-cloud-buat.html
https://www.wartaekonomi.co.id/read239812/tokopedia-gandeng-alibaba-cloud-buat.html
https://doi.org/10.1016/j.jretai.2017.08.004
https://doi.org/10.5897/AJBM10.1347
https://doi.org/10.1016/S0166-4972(03)00130-5

